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Preface 

The preparation of this annota;ted bibl iography of audio-visual mate- 
rials in consumer education' especially appropriate for adults could not / 
have been developed without the finaricial assistance of both Virginia PoTy- 
technVc Institute and State Universi ty/and Title I of the Higher Education 
Act of 1965. In particular, 'we wish to express our appreciation, to Dr. Wancy 
A. Barclay, Head, Department of Management, Hous>ng and Family Development 
(general project superv'isor) , Dr. ^'Ven H. 'litchell (Project Director) Mr , 
Littleton W. Simpson (Associai^e DirectjDr, Title IV Higher'Educatijon Act at ' 
thie University of Virginia), Or. Richard F. Harshberger (^Associate Director 
for Program Development and Title I liaison). Miss Martha McDonald (Project 
Secretary), andnumerous students at Virginia Polytechnic Institute and State 
University (who voluntarily provided additiona,l inputs into the^critiquing 
process by viewing some of the audio-visual material s ) . 
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Introduction * . 

« : ' 7- 



■ / 



^The gr'owth of consumer education and information' .efforts in recenl^ears 
has'^brought with it a deluge of new audio-visual ma-terials in the, field. From 
fewer t)ian eighty ti tl ea|in. 1 970, the number- of availabl e audio-visual mate- 
rials* has grown t(^at least fifteen hundred currently. New offerings ar&. being 
inty^oduced almost weekly. / ' - • . ' 

By far the greater majoy;ity of the available materials are designed for 
students enrolled^Hn junior and senior high schools and occasi^onal ly college 
settinigs. The' sui tabi 1 ity, qf the material s for general adul t audiences is 
typica^Ty only incidenta'l to their main thrust. In addition, those material s 
which actually are directed to adul t^s* seemingly are lost in the maze, Edu- 
^cators and comnunity program leaders noT^nger have the problem of finding..,^ 
one audio-visual to fit thefr objectives-ttve difficulty now is dec^iding which 
one. The problem is especially acute for those leaders involved in special- 
ized consumer education. For example, it is frequently unclear to consumer 
educators of adults whether available tnaterials are suitable for use with 
particular adult 'audiences. A "trial and error" approach go the selection 
of djUdio-visua] materials can be both costly and time-consuming. 

" / 

One solut^ion to /his problem is a compilation of audiq-visuaT materials , 

most appropr-^a'^e forf adul ts.. ^ simple listing can be holpfuT.but program 

leaders jn communities 'still need to separate the "good" from the "bad" ^nd ) 

the "a'ppropriate" from the "inappropriate": 

. . ' • .■ ■ " ' > ^^J^ 

In an effort to alleviate some of these difficulties, this annotated bib- 



liography of au.dio-visu^'l material s for adul ts has bee^ developed. Tt is' de-^ 
,S;igned to provide a quick but thor9ugh re/erence for program leaders in com- 
.muni tie's to use^ when chobs.ing materials to help provide ef fecti ve ^^educational 
^xpe,riences . . 

.V 



m/ order to accomp 



J"- 

)^sh our task. 



we began gathering bibi iographies^ ca-t,-?.. 



aloouefs, and other-resources which we co.uld use '4:o make a preliminary listing 

of/ritles ^or prevvew. We discovered that there are at least 1,500 films, 
If «^ 

.falymstr slidesets^.casset'^es, records, and transparencies on ttlslynarket % 

nch deal with the needs', wants and probleTns of consufners. Of this prelim- . 

. . . ( _ . f i 

fnary list', we, ordered approximately 450, which we felt mjght fit^the needs of 

"adult consumers. WeVeceived slightly, more tl)an'400 titles for^eview and 

selected 85 for inojlusipn in this' bibl iography • - ^ 

Jne of the early probl ems faced wasi determining' What criteria to use 
■ " * . * . * \ ' ' * 

in making our selectiphs, knowing, /of courso^^hat it would be impossible 

. ^ ^ - 
to include eyery^ titlje ivhich woiild be -apt3l icable to adult audiences. Still, 

, • ' ■. "* ''^ 

we wanted to be sure that those that were incl uded ^were definitely suitable. 

To accomplish this end, six' criteriia were establ ished which would auto-'* 

■ 1 - ■■ • , ■ . 

- ■ ^ . ^ ■/ 

matically disqualify a particular resource if it was found lacking: (1) we ' 
wa'nted to ensure that the ma terra I'Svas not so out of date as to be ineffec- 
tive, (2) . we wanted to ensure that the. cofilfent was relevant to the concerns 
and interests of adkjVt const^rs, (3) the materials needed to be objective in 
their treatment pf controversial issues and should not be one-sided, in their 
approach to a particular topic,. (4) it was mandatory that the materials should 
not offend the sensibilities of any sexual, racial, rel igious or ethnic group, 

(5) the materials could not be overly superficial in their treatment of the 

. . ■, ' ' • " 

topic, and (6) the materials could not be to.o advcNiced or insufficiently self- 

explanatory for a typical adult audionce.- A failure on any of -these criteria 
would eliminate ^ title f^m further consideration.'^ • ' 

nnce a tij^le was^ntatively selected for the. bibl tography . it was sub- 
jected to further scrutiny, the materials were^analyzed to .determine how to 



besf describe their particular contribution to adult consumer education in an 



annotation format. The materials were also screened th determine if.^there . ' 
were any limitations on their suitability for specific audiertces (such\asj 
olifjer Americans) or other areas which would require special consideration be- 
fore being used, ^ny cautions or ^commendations are included in tNe anno- 
tatio'^s, along with th^^^^ij^sic descriptive information. ' 

v'iot surprisingly, we found that there are .a large "number of 
V consumer educa ti on aud i o- vi suaj ma t§Via'|| ^va i 1 abl e . Unfortunately , i n\our 
opinion/pnly a limited number are both' suita^b>e. and would likely h^e a* - \ 
fnaxiifium effectiveness with adult audiences, '^ost of the^ material s we v^'awed 
« dealt* with' problems and^ situations faced ' by ^hig^schpol^^a^ed. consumers. Many 
times the basic concepts were sound, ^^et the youn^g ^ge of the cSist and the 

cific problems being discussed rendered the material uiis^ui'table, for adqlts. 
Arr4xample was a filn?H)ri budgeting/^ - Whil-e the ideas and ijjfencepts presented 
were soun^; the 'storyT^ite^invol jred a yoCing man trying* to budget the earntngs 
flg|n his first part-time jab iil^ftii^r to| buy a ;stere(jr system. An adult's bud- 
get probtems, while similar, are mtlich mof^e coiffipTe>cJ 1^ . , 

In addition/ certain topicsfare 'covered, more /tharl othe^?^ There is a 
wealth of material on food and nutrition,. Trauds"and_jleceptions, and credit. 
Very few audio-visual materials have be^^devel oped to help adults i^the 
' Irels of automobiles, housing, s^rvices,/home furnishings, ^.nd clothing; \ 
At this time, ft might be appropriajte'^to offer some advice to users of 
thjese material s ./ Audio-visuaV material s, rarely "stand alone; '' They are ne^nt 



10 assist'in^ aduqating or providing, infojrmatiori; they are not intended to "do 
the whole jo'b/' '^e' recommend that user^j preview any piece of material befoi^e^ 
shoving it to-, their audience. From'this^ preview^ "^ome introductory oral' com-" 
-Hrnents should be prepared whjch can help set the stage for the 'presentation. \ 




™fSwin|v the 'Showing, /a helpful sufhmarly and; review can provide an.opporr- 
^^nityvfor audience d;ts.cuss ion Sind iiiteract ion. It also may be. wi se to. have- 
someone else operate -the. ^udi.o-/^al*'eq'uipment so .that the'leadef i-s fr.ee- 
;:-^r oth^r {asks, sub^ af-prep^>ini for leading a di^cuss^'on. Of course, .the 



o'peratoc should be f3mvr^r''wii^tL wor^ of the various pieces of view 
ing .egulpment. V^inalJy, bj^Wkirt^care that the materia-;is td be ^sed are 
part of a well panned,: iht^grated.- prese.ntation,. the program leader will 
in^e that maxijnum bene'fit is' obtained from any use of audio-visual mate- 

. rials-. ■ i .- \ „ ' t^. ■'' ■ - . ■ ■ 

■ ". ^ Our interition; in pr^aring this ^bibl ibgraphy i^ to provide those in- 
'^oived in GonVuler-;educa7i4nvancl^ information efforts with a resource they 
xoufd rely uptfo^o .ob/^ain appropriate high: gua.l ity, effective audio-visual 
rrtaterial's .for gs^^Vith- a(|uT $ consumers. _ .'le wish you w^Vl in your important 



endeavors and hp^^hat thi^ annotated bibliography can be of help. 

■ Star^red entries (*) are in the Film Library at the Learning Resource 
Center at V. P. I. &-S.,U._, 'Th^se titles are available to extension agents- 
throughout the State of- Virginia. ( Virginia citizens arid groups who wish to 
use o/ie of theft purcha^d tilms or 'filmstrips in a program ma> contact their 
local ^xtensip/i* agent who wi^i^ able to assist them- i n .the presentation. 
Virginia citizens or groups who wis+i'.to preview one of these titles for pos- 
sible purchase can. have it ordeifi~by^heir local extension agent, and can 
previiw it at t^e "extension. Qff ice. Previ ews are also available through the 
f ilm' s- djstribu^r.^ t 



• ^ GENERAL CONSUMER INTERESTS 'AND^MULTI-TOPlCAL ' . 

* ' r 

A > ' • ^ • ■•' . ■• . ■ ■. 

BU/ER BEwXre $ filmstrips with cassettes. .1971.' Sponsored by the Westing- 
house Learning Corporation. Buy ($119.50) from: Social Studies Schopl 
Service, 10000 Culver Blvd., Culver City, CA 90230. 

w • J - 

This series of six filmstrips and cassettes covers a wide range of con- 
sumer interests from a brief history af the consumer movement' to intelligent 
ani.inf6rmed purchasing.. Stresses the consumer's role in the economy", having 
both rights and responsibilities. While the material may be of in-feerest to 
more sophisticated elderly aduU groups, the orientation of the material is . 
toward young adults. Further, the Material, is dated by virtue of interviews 
w'ith persons no longer in the pOsi tions so named. Particularly well-done in 
certain filmstrips and cassettes is . the exposure of -viewers to consumer agen- 
cies and. government depantipents. ^ , 

'COMSUMER .EflUCATION-PART ? 'S il 8 filmstrips wjth cassette*. 1971. Buy- 
($150. DO) from: AIMS instructional Media Services, Inc. , 626 JUsti n 
Ave. , Glendale, ,CA 91201. 

' ' \- ' » ■ ' 

This two-part filmstrip series provides a basic resource for 'the- im-- 
portant topics in consumer education. Each topic is handled- in a well or- 
ganized, informative manner. .Although each topic /could be handled.in more 
depth, the series as a whole provides a wealth of helpful information. xVery 
berieficiaT as an intiibduction for improving consumer skills. The mate^^i 
is basica'lly informational although the iciformation can be used i.n maka 
consumer decisions. VThe program is geared primarily for young adults and 
young marrieds, although the information applies to all ages and audiences. 

- r ^ ' ■ ■ • ' ■ ■ 

THE- CONSUMER OFFEWSn/E 16 mm color film. 1975. 26 minutes. Sponsored by- 
• the ABC N"ews. Buy ($390) or rent for. $40/clay , $60/3 days from: Bench- 
. ■ mark Films, Inc., 145 Scarborough Rd., Briarcl iff Manor , NY 10510. 

This excellent film presents the consumer movement from a historical per- 
spective and discusses "some of the goals, tactics, atid,, personalities associ- 
ated with the consumer movement ov.er the years.' _ Important leaders of the 
movement are introduced and their contributions are presented. 'Both national 
and grass roots effdhts are discussed. Viewers^will obtain a good perspective 
of some major cons i/er trends, issues^ and effort. Minor flaws are that the 
film fails to mention the' consumer movement of the 1930 s and that some ^ 
of the leaders introduced no longer hold the same posts. In spite of these 
. problems,- the film can serve as *an ^excellent pverview of the consumer move- 
ment. Suitable for any audience. ' . - 



COWSUMERrSMr DANGERS OF AFFLUEWCE ? filmstrips with' ca'Ssette and teaching ' 
guide. ' 1972. 27 mihytes. Sponsored by Prentice-Hall . Buy "X$50.p0)- 
from: -Social Studies School Service , lOOQO CUl ver B.Tvd. , P,t).. Box . • 
802, Culver City; CA 90230. Order #SEC 558C> ' ' . . . 

OutliniBS 1n broad tehms some of :the prob]ernS(;fdced by •^onsumer^ in- to- \ 
day's marketplace. AT though) designed to discuss consumer ^pf^obl ems, th€ nar- 
ration calls upon consumers'to^educate them^el ves^and protect themselves through 
responsible buying? A teacher's guide with vocabulary and a list of state, and 
federal consumer -agencies are provided. Although presented .from ^a iniddTe-clJ&s 
pointy of view, the program is suitable foj^ all adults- in^^erested in general^' 
discussion of consumerism. . / . • ^ . . 

, j» .• . ■ ■ ^ • 

COWSUMER. POWER: WHUTLEBLOmNG color film. .1973. . 23 minutes. Buy 

' (5$340.D0). or rent .($25.00/day) from: BFA Educational Mediav 2211 Mich- 
igan Avenue, Santa Monica, GA 90404. *' , - 

Consumers are urged to make themselves heard in this film featuring 
Ralph Nader and Robert Townsend, Both urge' citizens to "Blow The Whistle" 
when they learn of public- abuses by large corporations. The *fi Im discusses- 
the conflict between loyajty to an employer, private- consci^ences , and public 
concern. Stories of'two whistleblowers who -^fought for the common good against" 
two of thfe nation's biggest^ corporations are used as examples 6f ethical wfiistle 
blowing. - Defines and provicles guidelines for responsible whistleblowing. Suitr 
able for any audience concerned with the consumer's responsibility to make him- 
self heard when becoming aware of publ ic abuses. \ \ 
• - ■ ^ . ■ ' ' / ^ . . * . 

COWSUMER PROTECTION ^Slides' with cassette. .1972. Spo'nsoVed by Iowa State \ : 
Extension Service. Buy ($21.50) from: Iowa State •^Univers'ity, Media 
Resources Center; 121 Pearson Hal 1 , Amefe, lA .v^rSOO^O., . .. . ; 

This slide series (with cassette) is a general' introductiori to consumer 
protection by Federal, State, and local agencies. Exampl es are ' gl.ven^of var- 
ious gyps and swindles and recourse for consumers is offere'd'.-- With the gen- . 
eral brien^tibn of the media, many adult groups' can bbnefi t^ from thS^ tn/or- 
mation offered. However, the Iowa orientation may detrjact c6nsiderabiy^f rom ^ 

use'of this material in other states. - \ . 

, '■ . ' ■ ' ' '* * ' 

'" ■ ■ ■ " , ... - ' ' 

MAWAGIWG THE VmiLV' S AFFAIRS 1 2 filmstrips wi th cassetbs 971 . -TZ>prctn 
grams from 6-15 minutes. Sponsored by Educational [>/rectior\s. Inc. • ' r 
Buy ($132.00) from; Eye Gate Media, 146-01 Archer Avenue, Jamaica, NY 



11435.. Order #TX'203, 



This filmstrip series covers the major concerns of a young il^r^ried couple; 
budgeting, credit, legal affairs , housing, interpersonal,'^ family and -community 
relations. Ttie series is basically infcrmational but does stress the need for ' 
a young couple to maintain theic independence ^rom'parertts;, and -others, in terms 
of values,/lifestyles, ^ind f i neinces / The ^^.eries of .twelve ^hort programs i§ 
gfeared to young^'unmarried .adul ts or recently married cotjples. The al 1 white, 
middle-class cast rfiay affect the s j^ tabil ity for some audiences. Individual 
'titles may be ordered separately. „. / . - / "v^ 



METRIC'SySTEM OF MEASUREMENT Filmstrip with Cassette,- 1975. 15 minutes. 
Buy ($26.00) from: Library Filmstrip Center, 3033 Aloma, Wichita,, KS 
" 67211. 

This kit concentrates on a basic explanation of metric sys-tem as it is 
used to measure length and mass. It uses a basic fact and figure approach 
which may not tfold the interest consumers who are resistant to the 
change to metrics. It attempts to give- the metric equivalents for common 
"household objects as. a means- of explanation. Suitable for a-dult audiences 
interested in learning a bbeft: metrics. 

A 'METRI^: AMERICA 6 Tilmstrips with 6 Cassettes for purchase; 16mm Color 
- Filfn' for -rental. 1974. Variation^^in time.' Buy ($120.00) or rent 
($30.00) from: AIMS Instructional Media Services; 626 Justin Avenue, > 
GTendalg, CA •9120:1 

• This series of six filmstrips covers the history of the metric sys'tem ^ 
and al 1 of the b^sic measurements: length, area, volume, weight, and 
temperature. Each filmstrip runs from 5-8 minutes and cov^ers one type of 
measurement. -"A 'fi Im which covers all of the topics. in one session is avail 
able for rental. It may be more beneficial' to take each topic separately 
and combine it with instruction and' problem solving.. Suitable for any^ 
adult audience interested in learning more about the metric system. 



■ • , / FRAUDS AND DECEPTIONS 

APS, APS, APS, .ALL AIMEP AT US Slides with Cassette. 1972. Sponsored ■ by . 
.'-Iowa State Extensipn Se^^vice.- Buy ($32.00) from: rowa State University,. 
•Media Resources Center, Ames, JA 50010. 

This slide series (with cassette) points out caveats in current'con- 
sumer advertising. The objective is to encourage critical viewing of ad 
appeals.. , Most slides reflect the youth orientation of ads and thus may be 
mbre appropriate^ for young adul t-to-middle 'age audiences. Since the sl ides 
come predominately from magazines and newspapers, some are obviously dated. 
Sound-visual coordination -may be a problem for leaders' who are unfamiliar 
^with the presentation. * .. : •. 

AT liSSUE:^ Ar^UASION' mv PROPAGAKTPA zfilmstrips with Cassettes and 

Teaching Guide. 1975. 27 minutes. Buy ($50.00) from: Prentice-Hall 
Media, 150 White Plains Road, Tarrytown, NY 10591. Order #381 P.* 

This two-part program explores the' techniques of propaganda used in^ 
advertising. 'Part I provides short; defini tions of propaganda and the main 
propaganda techniques such as name-calling, glittering generalities, 
testimonials, bandwagons, and plain-folks appeals. Part I also- explores how 
these are used in advertising of consumer products. Part II gives an 
enlightening, documental portrayal of ^how propaganda , techniques are used 
' in pol i tical campaigns. It describes how voters'^xan be manipulated into 
seeing the "image" rather than real issues. Suitable for all adult audiences. 

CONSUMER CON'CAPERS 16mm Color Film. 1976. 23 minutes. Buy ($325.00) or > 
rent ($35,00/V0 days) from: Pyramid Films, 2801 Colorado Avenue, Santa 
Monica, CA' 90404. * 

The exploits of the Gulley's are the basis'for this film on ways that 
consumers can be tricked into parting with their hard earned money. The 
Gulley's are a family which has a. knack for being conned. They fall for a 
series of schemes, including bait and switch, heating unit fraud, work at 
home schemes, limited time^only offers, and the use of misleadingly low 
per^week price quotations. ^ % 

C0:JSUMER FUAUVS AWP OitEVnbus 1 977.. SI ides ^with Cassette. Free loan 

from: Ethel Grubbs, Extension Special i st, Fam-ily Resources, 114 Hutch- 
.eson Hall, V-PI & SU, Blacksburg, V^^ 24061. (The slides and tapes may 
be reproduced. ) C 

This slide series and cassette was developed particularly with older 
consumers in mind. The frauds and deceptions illustrate problems generally 
experienced by older consumers: maiV order frauds, home improvement frauds, 
pig^o/i drop schemes, and door-to-door sales frauds. Older persons were used 
as subjects for the photografjhy , thus producing greater identification by 
adult audiences. Presenters will find the accompanying user module partic- 
ularly useful . 

Two cautions are in order. A definite pro-consumer bias exists, thouah, 
objectivity is unimpaired. Secondly, the materials were developed for Vir- 
ginians (e.g. /irginia phone , numbers are presented for audience information), 
though, presenters can easily supplement information appropriate to. their 
own state. \ 



THE VOUBLESPEAK BOK Filmstrip with Tape and Filmstrip without Sound. 1976 
Variation in time. Cuy ($41.50) from: Learning Seed Company, 145 
Brentwood 'Drive, Palatine, IL .60067.* 

This k;it consists of one filmstrip with sound, one cassette, and one 
filmstrip without, sound. The sound filmstrip introduces the idea of 
"doublespeak": naif-truths, confusion, and emotional" manipulation . The 
cassette provides some actual examples of audio '^doublespeak^', The silent 
filmstrip provides examples of visual "doublespeak". 

This kit effectively provides consumers with the skills they need to 
recognize and resist efforts at manipulation through communication. It 
explores the information overload which faces consumers.- Suitable for all 
adult audiences concerned with the accuracy of the information they receive 
A Doublespeak Dictionary and a teacher's guides are also provided. 



FOOT IN THE VOOR 16mm COolor Film. 1972. 9 1/4 minutes. Buy ($140.00) or 
rent ($15/3 days) from: Film Fair Communications, 10900 Ventura Blvd. 
Studio City, CA 91604. Order #C 210. 

After an introduction showing an actual attempt '■at a fraudulent sale, 
the skit begins a general discussion of techniques used by unscrupulous 
door-to-door sellers. It attempts to provide consumers with tools they can 
use to recognize reputable salespeople who come to their door. Finally, « 
a baby picture salesperson describes sales methods and some of her psy- ' 
chologital tricks. The film -does not discuss the three-day cancellation 
period for door-to-door sales. Suitable for all adults who may be preyed 



■FOUR FAMOUS FRAUP5 16mm Color Film. 1977. 9 1/2 minutes. Buy ($145.00) 
from: Journal Films, 930 Pitner Avenue, Evanston, IL 60202. Write 
Journal Films for rental information. Order #167-017. 

Fraud, is discussed in the genercil contexts of land sales, home repair, 
private training schools, and diet and body building schemes. Consumers 
are warned that just because a practice is now illegal' doesn't mean that 
someone won't try it on them. Discusses the appeals used in the course 
of fraudulent sales such as something for nothing, beating the system, 
prestige, and buy now pay later. The major point made, is that it takes 
two parties to make fraud. The victim usually- makes the trickster ' s job \ 
easier.by believing the appeal. Suitable for all audiences, especially 
those who believe it couldn't Happen to them. 



IF IT VOESN'T WORK . . . XOMPLAIW 16mm Color Film. 1975. 15 minutes. 
.Buy ($195.00) from: Journal Films, 930 Pitner Avenue, Evanston, -IL 
^ 60Z02. Write Journal Films for rental source. Order #166-019. * 

Based on a lunch room* discussion of six co-workers, this film explores 
the problems each has had with faulty products. Explores the ways each 
has attempted to right the wrong and the success they have had. Explai*n^ 
that the means" of seeking redress depends on the product and problem 
involved. Explores the basic procedures and techniques to use in seeking 
redress. Above all, do something. . ^i lence wi 1 1 encourage further pro- 
blems. Suitable for all adult audiences. 




upon by door-to-door sellers. 



IT'S Nth], ITS WtAT, IT'S OBSOLETi 16inm^olor Film. 1975. 14 1/2 minutes. 
. 6uy ($220.00) .or rent .($16/day) from: liFA Educational Media, 2211 
Michigan Avenue, Santa Monica, CA 90404. 

A used car dealer humorously .explains^ how fashion^ and gadgetry -hel^p 
create obsolescence which helps keep. demand for "new" products high., 'ihe 
. concepts discussed are fairly complex- but the implicat'ion is that consumers 
who u-se corimftn sense when making a "purchase' can minlmi'ze their des.ire for 
features which lead to. rapid obsolescence,' Hethods and criteria are pre^ 
.sented which can be used to determine the true value of a product. This 
film may need to be followed by a discussion in order' to. bring its message 
into focus. Suitable for audiences interested, in an analysis of planned 
obsolescence. . - ' ^ ' / 



THE ODJL WHO GAVE A HOOT 16mm Animated, .Color f^iTm. 1972. 14 fjiinutes. 
•Sponsored by Community Action Program. .Buy ($81.25) Dr free, three- 
day rental from: national Audio-Visual Center, National Archives and 
Record Service, Order Department, Washingtoli, DC .20409:' Order 
' / #1589, * ' ^ - ^ 

. This animated film uses animal characters to explore some of the 
ways that rnerchants can prey upon unwitting cdosumers and how those same 
consumers can protect themselves through vigilance, and organized action. 
Consumers are shown being victimized by s.uch schemes as bait and switch, 
sales on approval, sales of shoddy merchandise, and one-sided credit 
terms. Along comes ^Mr. Owl wHo refuses to be tricked by such schemes and 
helps his neighbors ^ resi st^ al so. By forming a Community Action Program, 
the neighborhood rids' itsfelf of predatory merchants.^ Viewers are urged 
to join or form ^communitv^group. Especially suitable for low-income 
groups of all ages. ' 1 



PERSUASION 80K Filmstrip. 1974. Time varies with length jgrf discussion. 
Sponsored by Learning Seed Company. * Buy ($39.75) frm: Learning Seed 
Company, 145^ Brentwood Drive, Palatine, IL 500*57. * ' 

This 43^frame filmstrip is designed to examine the persuasion tech- 
niques used in advertising.- It is silent so that the ads can be inspected 
for. subtle visual BppeaJ s. An extensive fram.e-by-^rame teacher's guide 
is provided to aid in the analysis^ The goal is £o stimulate discussion 
of the ways advertisers- persuade consumers to^ buy. Also included in the 
kit are "The Claim Game", a student game-test; a spirit master of the nine 
most commonly used 1 in^uistic tricks; I Can Sel 1 You Anything , a paperback 
confession of an advertising professional ; and audio-cassette designed to 
test student progress. Suitable for any aduH audience interested in 
advertising. ^ ' ■ 
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SHAPING NEWS fOR THE CONSUMER 16mm^Color Film..- 1975. 17 minutes\ Buy 

($245.00) or rent ($19/day) from: BFA Educational Media, 2^1^Michigan 
Avenue, Santa Monica, CA 90404. , ^ 

This interesting film points out .that nisws is^ comn/odity just like any 

? other. iJews is '-packaged and sold to the public with anf^eye towards profits.. 
y news stories are chosen and prepared on the basi.s of what. will atfratt 
iv6wers.^ newspapers and magazines are designed 'to' sel 1 ,"not just inform. \ 
hese facts lead to pro{)lems when we realize that acturate information is ' 
necessary for a democr^icy such as ours ^to function pVoperly- • Whil^e the 
film does not directly criticize. the news. media , i t poi nts out that viewers 
myst understand the capabi 1 i ties , goals , ^and limitations of the various 
news sources, buitable jor dny audience interested in the .qual i ty, of ' the 
news ;We receive. ^ ■ ^ ' Jl-- 

' THE 30'SECONV VREAM 16 m Co^x)r Film. , 1977, 1.5 minutes. BuyrC$250.00) 
or ref^C^ ($25.00) from: Mass Media Ministries, Inc., 2116 N,, Charles 
Street,^ Baltimore, MD 212T8, ' ^ . , . 

Through examples of recent TV ads, this film explores the subtle 
ways, that we are' told that the mere purchase of a product will Iring the^ 
emotional satisfaction we need. The ndeds of family, intimacy,;" vitality 
and success are all exploited^ by advertisers^ The film shows, how the lack 
of reality in a TV adj's used to convince Us to buy not only the'^product , 
but t^ie emotional benefits it supposedly provides. However^ the, com- 
mercial's shown are. so well done that they tend to drown out the negative 
messages about ads. The film makes its points subtly. An audience should - 
be aware or pre-advised pf the ideas to be presented. Suitable for audiences 
with some sophistication or knowledge of the subtlte Appeals used in ^ 
advertising. / ' 

THIS IS FRAUD 16mm Color Film.. 1972. 8 1/2 minutes. Buy ($115.00) or 
rent ($10/dayj -from: Film Fair Communications, 10900 Ventura Blvd., 
Studio City, CA 91604. 

This short film describes three common deceptive technique^ used by 
sellers of vacuum cleaners , home improvements, and cars. Hints for 
recognizing deceptive and fraudulent sales pitches are given along with ways 
of seeking redress. Ten helpful hints are provided for buyers interested 
in avoiding shady practices. ^Suitable for any adult audiencec 



*^ • CONSUMER SERVICES 



HEALTH FAPS AWP FACTS 2 filmstrips with- cassette. 1975. 25 minutes. 
: ISponsored by Associated Press. Buy ($50.00) from:- Prentice-Hall 
wedia. Inc., IBO Whitp Plains Road, Tarrytown, 10591. Order 
#JH 4650P.* , / ^: ' \ . 

These two filmstrips present an expose' of various ^health, myths and 
fads which are used to take advantage of eager but ill-informed consumers. 
Part I deals with food fads and myths, making the point that sound nutrition 
is the .key to.weigKt control and health. ^ Part II deals further with nu- 
tritional fads and also explores cosmetic and weight reductioh sthenreS'. The 
overall emphasis is on public awareness of what are the erroneous claims and 
knowledge- of what constitutes sound health practices. Suitable for alV adult 
audiences. ^ 

PLANNING fOR'MEALTH CARf/ S\lides with cassette. -1977. 9 minutes. Free 
loan from Ethel Grubbs, Extension Specialist,* Famjly Resources , 114 
Hutcheson Hall , VPI &>Sy, Blacksburg, VA 24061. 

^ Target audien'ces/fpr "^Is cassette and slide material are, elderly con- 
sumers of heaTth care services , .al thougrh\other adult groups may benefit from 
^the>:>nformatioh offered. Preventive he^th care strategies- are suggested ^ 
and alternative , heal th care plaws are>^0-l7^ered as possibili ties • for consumers. 
Since the information .presented is somewhat general , specif ic information ' 
(e.g. Medicare costs- to the co.nsamer) should be supplemented by the presenter 
using the A-V material. The generality of the information,, however, contrib- 
utes to the material's rather high' degree of timelessness 1n^ dealing with a 
changing subject. An accompanying user modtS^^can be quite helpful. These 
si ides anc^ cassettes may be reproduced . 

■ • .'i o , • *' ■ 

THIS IS A COOPERATIVE' 16 mm color film. 1967.^ 2& rftin^s. Buy from: 

Journal Films, Inc., "930 Pi tner AvenuevEvansWiv'" IL. Wri te Journal ' 
Films for rental information. 

r This film, narrated by Lome Greene, explores how cooperatives can 
and have been utilized in the areas of health C:are, housing, credit unions*, 
and farming. Does not' explain how to set up a cooperative, but simply ex- 
plores its benefits for members. Basically an advertisement for the co- 
operative form of business organization. Suitable for any adult audience 
interested in cooperati ve^ but its length may affeat its. ability to''hold 
the interest of some audiences. , 



" FOODS AND' NUTRITION 

.BE A> BETTER SHOPPER SI ides wi th teach'i ng "materi al s . . 1975. 6 hour pro-,^ 

' gram. Buy ($45. OD) from: Better Shoppe'r, Box 1^1, Ddpt. CEA, Itliaca, 
^ NY 14850..* . ' ■ ..; . . 

• -A three-part course in supermarket shoppTn§.,....this kit is an excell|nt 
resource for -teaching, how to save on your food budget-v.....Al 1. as-pfeicts of food 
savings are covered in°-the 140 slides and there are 13 leaYrfwigkctivlties 
which reinforce $he slide messages. Reproducible activity shee^^^^j?^' pro- 
vided with the learning activities. Also^included are a number or pamphlcLtfe, 
record keeping forms, and. a teacher>'s guide. Su-itable for programs designed^ 
to teach" adul ts, the fine po4Hits,of supermarket shopping. 



BRAWP NAMES AWP .LABEtfNG GAMES 16 mm Golcfr film.' 1973. 9 minl/tes. Buy. 

($.145. €0) or rent ($20/day; $^0/ 3 "days) from: Benchmark Films, 145 
. ' Scarborough'-Road, Briarcl iff Manor , NY 10510,* 
' - ' • . ■ ■ \ , 

Throughrthe use o|; humor, thi;S film informs the consumer about , the 
'forest^of br.and names. ^ It stresses that a name brand product is not the 
only ohe to buy. There are many products at a lower price which have the 
same ingredients and /will do the same job. Read the label*. The film also 
points out the confusion- surrtfjjndii^ the grading of "canned goods n n terms 
of size. A humorous example fs used in regard toripe olives. Urges the 
consumer to look beyond ambiguous descriptive terms. to facts and figures. 
Some quoting of price^s which are out "of date may distract the audience 
but the main ideas are still timely. Suitable foryall adult audiences. 
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EAT PRINK AW BE WAR^ ■ 16 rim color film. 1975. 21 minutes.. Buy ($295.00) 
or rent ($21.00) from-: Churchill Films, .662 North Robertson Blvd., 
'Los Angeles,, CA 90069. _ ^ • ^ 

A broads indictment of the nutritional valye of today's foods. Contrasts 
current poptll ar-^oods with those; of past years.- It is informative and ed- 
ucational and strives to develop a critical approach to wa^rds the nutritix)n 
in the food we buy. The discussion oa additives is slS^ewhat dated as a re- 
sult of recent bans i.e., red dye n. Overall, it is an excellent resource 
suitabll for 4ir adult audiences. 



FOOV AS CHILVREM SEE Fi Imstrip with cassette. 1975- 15 mynutes. 

Sponsored by General Mills. Rent (free) from: General Mills Consumer , 
^Center, 9^0 Film Center, P.O. Box 1113, Minneapolis, MN 5'5440. 

This filfnstrip discusses ways to make food more- appealing and nutri- 
tious for pr^-schoolers. It also addresses itself somewhat to some of the . 
eating 'proems, of pre-schoolers such as: lack of appetite at. meal timey 
"^bs+peH'Sr snacks , resistance to, new foods, . an^[ others^ It is basicaly an 
informational filmstrip which p.resents the relevant facts and' ideas. Kecipe 
booklets are included for members of the audience. Suitable for all adults 
who have a responsibility for feeding pre-school children and solving their 
particular food preferences and px;oblem£. 
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FOOV: $ ANV [SENSE] Films-^rip w?th cassette. T97&. 19 minutes. SpbrV 
soned by Household Finance Corporation." Buy ($4.50) from: Money Mem - 
agement Institute, Household Finance Corporatiois-- Prudential^laza', 



Chicago, IL 60601 



Thi^excellent resounce pr^ovitles a rare' combination of humor and use- • 
fuT J<noWledge as-- it discusses how 'to stretch the food do! lar , the n'utri tionarl 
value of foads, the need to adapt spending plans to dllow for^ personal tastes', 
and future; trend$^^h .^he^ food^ iadjjstny; Provides a good balance" of common , 
sensfe and new, .useful information.^ Unit pricing, open dating, and labeling 
are a^so disc'uaisedy Quite suitabTe^Tor all types of audiences. 

FOOVS, FAVS, MV FALLACIES, . Fi>rrjs^rip with cassette. 1976. 32 minutes. 
.Buy ($71.00) from: Walt Disney Educational Media, Inc.,"5p0 S. Buena 
Vista Street, Bui^ba^l^^^ 9150§^ _^ . ^. 

This kit is desigiied as aS^road a-ttlick on the exaggerated claims of 
food fadi5^s, health foods, ^ an^l fad dietsV^hilV at the same time promoting 
qood nutrition, tenphasizes tiistqrical and current influences on dtet, cul- 
Curg^geography , »^eligion. Explains the weaknesses of some of the cur- 
rent health food/fads and their tendency to conce'ntrate on only one asp'ect 
tff nutrition to the detriment of the others. The key to good nuTrttion is 
a balanced diet of the four ba(sic food groups and riot a concentration on 
some "miracle" food. Suitable^ for -al I etdul ts interested in good nutrition- 



FOOV FOLLIES 16 mm color film or video-cassette. 1977. 23 minutes. Spon- 
sored by Consumer Reports films. Buy ($325.00/film; $230.00/ video- 
cassette).^ from: Films Incorporated, 733 Green Bay Road, Wilmette, IL 
60091. Rent from: Association Films, Inc., 600 Grand Avenue, Ridge-' 
/ field, NJ 07657. ^ , ^ ' • 

' • This film explores the problems consumers face in term^ of nutrition 
valde, wholesomeness, and safety of. processed foods. It is not designed 
to\advise how to purchase wisely. It is more a discussion of problems 
^.Unvolved in correcting deficiencies and providing information. :By inter- 
I viewing spokesper^sons (none from minorities) for consumer's, business, and 
- the FDA this film! provides viewpoints on what is wrong with processed foods 
and the ways they are being regulated. The film calls for consumers to 

^ ^ ta ke -ah ac t i ve^^^^ 1 n i nfl uenci ng government - deci s.!^^^^ Su i tab! e, 

for audiences interested in discussing the broad, policy implications r^her 
than how to avoid low-qual ity foods. , 
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FOOV LABELING: UNVERSTAhtOlhlG WH^T. VOti 
utes. ^uy ($145/00) , from: Journal 
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EAT J 6mm Valor film. 1973. 11 min- 
Films, Inc^ 930^Pitner Avenue, Evan- 
Fi.lms.for Rental Distributor nearest 



ston^ IL 60202. Write to Journal 
you. Order #109-043. 

6y examining the process of .label ing foods , this we>l organized film 
raises some fundamental questions regarding, nutrition. How can you know 
Vhat you are eating? How can you idertify whix:h foods provide the best 
nutritfon?^ What nutritional' factors should, you look for in a given fpm 
product? What information isn'r provided ^>by food labels? Each af thes;e 
questions and others are answered objectively and accurately. Suitab/e for 
any audience interested in' making m^ximun/lise of the information pro/ided . 
^on food labels. V' • . . ^ / /.^ 



^UrRlTWM: THE ALL-XMERICAW MEAL 16mm color fiW" 1976. 

Buy ($165.00) or' rent ($20/3 days) from:^ ^afr Films, P.O. Box ■ 5667/; 
* Pasadena, CA 91107. Order #B 138. 



/ 



11 mi/hutes,, / 



Focuses on the nutritional failings of :the fast food industry, jiarns 
us of the? damage -which can be caused by reliance on fast foods. , Explains 
how the A\l-Amerjcan hamburger, fries, and sofA: drink could Ve made i|lbre 
nutritional. Serves as a consciousness raising aid with tip6 for iml^rove- 
ment. Suitable -for a>l adult audiencies. . ' / ' 



NLrrRITJOhl IS 16mm color^film. 1976. 28 minutes. Sponsored by The .Sugar 
Associatidn?^"^Rent (free) f rom:,-,^i-ry and. Food) Nutrition Council, 
3229 Brandon Aveni:ie,>5, Ro'ano/e, VA 24018. ' 



This film encourages a diet tlrt^t is irpderate and balanced wi/th daily, 
intake from all four food groups. Good nutritidri is i?o 1/onger an accident 
of geography or wealth but' can be achieved by alKth^^g^ careful planning. 
The film argues against food fards, that overweight^Wp^fe are of/ten mal- 
nourished, and stress'es. the idea that energy-in must equ^ energy-out to 
achieve weight control. A good deal of time is spent on me nutritional 
needs of teenagers. The length of the film and the virpua^ly all-white 
cast may make it inappropriate for some audiences. 



'NUTRITION: THE CONSUMER ANV THE SUPERMARKET ^6m coUr filrl 1976. ^ 15 
, , minutes. Buy ($225.00) or rent ($25/3 day$) from: Barr\Films, P.O. 
Box 5667, Pasadena, CA 91107. '/Order #A 200. 

This fiTm explains ways supermarket shoppers are/induced to buy and 
lists tips consumers can use to improve the nutritional quality of their' 
supermarket purchases. It provides both information and helps develop^crit- 
iqal faculties for supermarket shopping. The film combines consumer 'inter- 
view with an analysis of the products and merchandising techniques used in^ 
the market. Quite suitable for all adult audiences.. 



/ 



^STRETCHING VOUR FOOD VOLL AR Slides with' Cassettes, 1977. Free^loan from 
^. Ethel Grubbs, Extension SpeciaU^, Fami ly Resources , 114 Hutcheson 
Hall, VPI & SU, Blacksburg, 7A 24061. - ' 

• I'ise-ifood buying is the subje^Qt of this cassette and slide series.' 
Techniques for getting the most out of the food. dollar are presented as 
well as information on basic nutrition.' The objective is to improve con- 
sumer skills in the selection and use of foods from , the four food groups. ' 
Adult audiences are the primary targets, though older adolescents may also 
benefit from the basic information presented. The accompanying user module 
is particularly beneficial to presenters. These si ides an^Ltapes may be^ 
reprocUiced. . , . . , 

SUGAi/cER^AL mUATJ ON ORANGE BREAKFAST TSinm Color Fjlm. 1975. 8 minutes. 
^Buy ($170.00) or rent ($20/day; $30/3 days) Vrom: B'enchmark;^Films, • V 
^^145 Scarboroijgh Road, Briarcljff Manor, .>IY^ 10510. - *; , ' 

This, film humorously extolor^s the nutritional value of populari^^break- 
fast foods. Attempts to hei gluten consumev^ awareness of what th^y are 
actually eating. Such ^rodu^s^as powdered orange drink mixes; brea^ast 
bars, and sweetened cereal.s' are discusser!.. Takes a negative stance towards 
the^breakfast food industry. / Suitable for all audiences but espei^iaLlyi 
those who have chijdren^using these products. " ^ 




^[/SQETABLES FOR ALL SEASONS 16mm Color Film. 10 minutes. Buy ($135.00) 
or rent /($'lO.Oa> from: Arthur Barr .Productions , Inc ., P.O. Box 7-C, 
y Pasaden^, CA 91104. i * - , 



A variety of fresh vegetables are shown on the farm, in the market, and 
in the kitchen. Numerous tips are provided to insure, that the vegetables 
that reach' the viewers' tables are the best possible. Vrewers are told to 
'buy in season at a store which takes care of its produce.. Vegetables 
whfch are limp, cut, bruised, or off-color will not provide satisfaction. 
"Once, the vegetables are purc^iased, they should be properly stored and 
prepared. Quick usage and refrigeration insure freshness. Vegetables ' ^ 
should be cooked as little as possible to conserve flavq^KV^nd nutrition. 
Suitable for ^ny audience wishing to get the, most for its vegetable dollar 
and prepare appetiz'ing vegetable dishes. 

WINNING THE GROCERV GAME 2 ^Fi Im'strips with Cassettes and 1 Filmstrip' with- 
out Sound. . 1977. 15 minutes. Buy ($49.50) from: The Learning Seed 
Company, 145 Brentwood Drive, Palatine, IL; 60067. * . 

■ . ./^ - ■ 

This kit contains two filmstrips with cassettes, a silent filmstrip, 
instructions for consumers to investigate supermarkets reinforcing the ^ \^ 
concepts ^in the filmstrips, a dictionary of common food additives, and a . ,^ 
paperback book on food additives: Eaters Digest: The Consumer's Factbook - 
of Food Additives . The sound fi Imstrip covers such tppic.5 as unit pricing, 
labeling, store' layout, and the relative cost of convenience- foods. Provides 
consumers with the facts and tools needed to make intel 1 igent food choices. 
The silent filmstrip is designed to test the viewer's knowledge of material 
^presented on the sound filmstrip and apply what they have learned. The 
narration is simple, straightforward, and in everyday language although the 
voice (!)uality is a bit monotonous. Tliis i^ overcome by' the quality and 
completeness of the factual information. Suitable for all adult audiences. 



SUNDRY, CLOTHING, AND DANGEROUS PRODUCTS 

FiRE, FABRICS, AMD VOU . Filmstrip with Ca^ssette. 1 975 . mi nutes : ^ ;^ 

Sponsored by J.C. Penhey, Inc. Buy ($5.00) from: J. X. 'Penney , Co., 
Inc;, 1301 Avenue of the Americas, Educational Relations Department, ' 
New York, NY 10019. Rent (free) from: Your local Penney ' s ' 
. Department Store. • ' . V 

A fairly technical exploration of f-lammable fabrics and standarfls • ^ 
developed to irtsure safety in children's, clothing, bedding, and other area's 
of concern. The narration reports on Vegislatjion covering -flammabil ity of 
fabrics and test procedures used in- setting standards, bome fire safety 
tips are presented. May become dated if substantial changes are made inr , 
the law. i^itable for ^audiences with some technical knowledge of fabric 
components. • • , . o . C 

FOR KIVS -SAKS- -THINK TOY SAFFFi^ 38 Slides with Cassette. 1976. Sponsored' 
by Consumer Product Safety Commission. Rent (free) from: Modern 
Talking Picture Service, 2323 New Hyde Park Road, New- Hy^ie^^Park, NY 

11040. . . / 



This program is geared to helping consumers m^-^s^fe toy choices arid 
use the safety 'information provided with , toys. >/Ix^s Informative about 
product features which may make a toy a safety/ ha z^rS. Recommended for all 
adults^ who may be i'ntere$ted in purchasing toyS- for chilclren. / , 

GALS, GUVS, ANV VOLLS IBmm Color Fi.lm. 1975. 6 minutes,/ Buy ($110. Oqj , % 
or rent '($15/day; $22.50/3 days) fronrf Benchmark Films, 145 Scarborough' 
Road, Bria.rcl iff Manor, UY 10510. ' . • 

The film describes how children learn roles from the toys they play- 
with. Values are learned through role playing. Little girls* toys teach 
them to be nurses, riodels, grocery shoppers, and homema^kers. Little boys , * 
are taught that they should^be tough an<l be firemen, doctors, athletes, 
etc. Urges that parents take,these factors into consideration when buying 
toys for children. SuitabTe/for all ^dults who have ^n oppbrtunjty to buy 
toys for children. : • , ■ V ■ : . 



IT HURTS WHEN THEV CRY 48 Slides with Casset^te. 1975. 7 minutes. Rent 

(free) from: U.S. ' Consumer Product. Safety, Comnissionv 400 Market, Street,'^ 
Continental Building, 10th Floor,. Philadelphia, PA 19106. \' . ' 

This i nteresting- si ide program Is designed to help parents reduce accident 
hazards for their infants and toddlers. Such products as highchairs* play- 
pens,, walkers, and cribs *are examined for possible har;mfu I features. The 
si ides :explain how. to buy for safety and also how to refi t existing products 
to make them safer without having to go out and buy new.\Sui table for any 
adult interested in and concerned with the safety of young\chi Idren. 
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Ol/ER l\\p^Omil,'^ PILLS AA^FROMISfS,, 16mm Color Film. 1977. 16; 1/2 minutes. 
% ($240.00) from: Alfred Higgin'S P.roductions , 9100 Sunset.Blvd. , , ' 
Los Angel e^Cfr '90069. _ ' ' ' ' . > - : 

7 fhis film takes'^a trroad-lopk at, the way over the counter djrugs are 
promoted and the real benefits of these products. ^ Attempts to make people 
conscious of the need to read label s .and evaluate ^he real , worth"^of a drug " 
.product. Makes a case for the use, of home remedies which are just as ' \ • 
effec^tiv^ and far less expensive tharv nationally adverts sed products. Also ^ 
points, out t-he benefits of buying drugs generically. Suitable* for:all adult 
audiences . , . 

' -'^ ' ■ ■ ■ • ■ : ^ 

A SAFER 8 IKE Slides with Cassette. 1975. 12 minutes. Rent (fre'e) from: • ' 
. Phila'delpKia Area Office, Consumer Product Safety Commission, lOth 
Floor, 400 Mai^ket Street, Philadelphia, PA. 19106. 

> ^ ■ . • ■ ' 

This series of slides narrated by a young, girl concentrates on haw to 
imprbve the .safety of bikes. It provides useful, basic info>*mation on^ 
mechanical aspects of bike safety. Both features to avoid and ways . of ' 
adapti ng bi kes. to make them .safer are discussed. Sui table 'for 'parents \^ 
and others interested in making bicycler-safer. . - 

*> 

SAFE T(?y ENl/IROWMEWTS Film^^^trip with Cassette. 1975. , 5 minutes. Sponsored 
by J.C. Penney, Inc. '^xxy ($6.00) from: J. C. Penney Co., Educational 
Relations Department^ 1301 Avenue of the Americas, New York, NY 10019. 
y Rent (free) from: Any local Penney 's Store. 0rder-#84697.- 

. /. Provides a good introduction for a discussion of the value of toys and 
creative play. Discusses the psychological benefits of play for children^ 
and the contribution made by toys. Attempts' *to develop critical thought ,in 
the selection and' purchase of toys. Suitable for adults with young children 
or in a. position to"^uy toys for^childi^en. . ^ ' 

■ ■ ''^ -.'v..-^' ^ - . '■ ^ ' . ^ ' . ^ ' 

THE TRAVELS OF' TIMOTHV TREWT ^T6mm Color 'Film. IjO minues.. ^Sponsored, by 
Consumer Product Safety Cormii'ss ion. ' Buy ($49.50) or rent (free) from: 
National Audio-Visual Center, Order Department, National Archives and 
Record Service, Washington, DC 20409J Order #13153. 



Thi s^'short film follows the travels of abnormal, adventurous toddler. , 
As Timothy explores his surroundings he comes into contact .wi th many ' 
'hazardous products. . His natural inclination to put everything iri>his mouth' 
is usually thwarted by safety caps. Timothy'^ father had purchased liniment \ 
in. a bottle wi'thout a safety cap. Timothy finds the bottle and his travels 
end^ temporari ly. 

The film pointa out the speed in which children can get into trouble 
and the numerous'/bpportuni ties for trouble in even the safest home. The. . - 
benefits of safety caps are graphical Ty i 1 1 ustrated . Suitable for alT persons 
who have responsibility for young children. , 



VOUnmESrSTlBLE Vbu ^6m Color Film, 1979\ 11 minutes. . Buy ($180.00) 
or rent ($2Q/my; $30/3' da>s; $40/week) from: - Benchmark Films , 145^ 
Scarborough jRbad, Br iarj^l if ^ Manor,, NY" 10510. , v 

' This* film is an extremely humorous look at cosmetics for men and 'th^ 
advertising techniques used to sell prodti^ts to men. Marshall EphrOirr prlays 
the role of a man who-4)eli eves the ads that cTaim that using at certain 
product will add to >is sexual attractiveness^ However, what ^succeeds on 
TV does not necessarily tring success in reaj life. The film takes a some- 
what sexis't approach but this is used to make a point and. th'e flaws of 
sexism are obvious, /riore suitable for male^udiences although .women 
could' appreciate the satire. , 
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■ • . - V . ' ■ . ■ CREDIT . : . ■ 

BE CREPIjr" Fi lmstrip;;wrth. Cassette or ^Recgrd 22 minutes., 

BUy ($3.50) \fvrom: Money .'^^^^ Insti tute; Household Finance" 



Corpor'dtioriv;Prudential :Plaza, Chicago., IL^ ^^60601. 



. ■ ' -y - Be Credit, Wise , dramatizes the credi^t experiences -of three'youn.g adults-r 
Sue*, Jim, and Stev?. Th^ilmstri.p;. provides basic i nformation on al 1 
asp'eets of credit; Tl;ie^ uses , types',/ and sources of credit are; all covered. 
Discusses the APR as a means of comparisori shopping ^or credit,, Does a 
go(yi jpb of explaining the ,importance of a good credit rating. A 'filial- 
section briefly discussed the yal ue -of sound money management as a basis 
for'credit usage. The main objective of the f i Imstri p ^is to emphasize 
the importance of xontrol ling credit before it control s. you . Suitable^f6r ; 
'young adult audiences interested in credit. _ ' * 

BE¥ORE yOU' BUV : k ^^Wt' [COURSE IN,Cc)WSUMER CREPIT'^assettes with Workbooks. 
1^71. 8-21 1/2 minute topics. Sponsored by^nsumer Conmunications , . 
Inc. Buy ($85.00) Yrom: Social Studies School Service, 10000 Culver 
Blvd., Dept. 88, Culver City, CA.\90230.,; - , ' 

As the name of the material suggests, this is a "mini-COurse" in 
consumer credit. Active participation is required of "students" through , 
listening to tapes and completing wor1cb,odks. The format anfl content of' the^ 
tapes* and workbooks appeal more .to young adults and mfdclte-aged* consumers 
than^to elderly consumers. This kit is adaptable for both individual i zed* 
and group instruction. V ' " 

' ■ ♦ * ■ '„ ' 

• '■■ ' . • - 

BUVtNG ON.THE WSTALLMEMT PLAN f^lmstrip with Cassette or Record. ^1976. 

15 minutes . Buy ($26.00) from: Guidance Associates ,» 757 Third Avenue, 
New. York, NY 10017. 0rder^#10-4aT-297,;**7' - ^ ^ 

. Jhis filmstrip describes instal Im'ent eiredit- and outl ines the. basic user^ 
rights. and responsibilities. The material provides a mental che^:klfst of / 
steps a credit user can use to insure that he is pt^otected from the pitfalls 
of installment credit- A teacher's guide provides;discus5ion questions and 
a; glossary of credit terms. A sample credit contract' is also provided for 
reproduction and distribution. Suitable for all adult audiences. ^ 

THE CONSUMER AhlV CREVIT Filmstrip with Cissette. 1973. Buy ($30.00) from: 
Current Affairs Films, 24 Danbury Road, Wilton, CT 06897. Order #377. 

This film is well-done, hitting high points and significant' aspects of 
using credit. It describes the basic types of credit and the treatment of 
credit records, It^is both.^nformative and persuasive in the exercising of 
critical judgment in the us'e^ql^ credit "An accorripanying discussion guide . 
may be .helpful wi|;h classes .^a'Vong with taped ijite.ryiews with credit isxperts.' 
Could betoirie dated with any s;ignifitant changes fh credit legislation.. 
Suitable for all adult audiences especially for those MndeV 35^.years of age. 



COMSUMER SKILLS: BUyiNG OW CREPIT 16mm Color Film. 1976. /12 1/2 mitiutes. 



Buy from: Coronet Instructional Media, 65 East South WatJ^r-Street^ 
Chica'go. IL 60601. Order #3125. ' , 

Three new users of credit discuss their experiences in this film. Both 
the benefits and pitfans of credit are covered along with some of the 
criteria for obtaining credit. This is basicaVlyan informational film 
stressing the importance of sound credit usage. An ►excellent introduction 
into the basic credit concepts for those consumers new to or il 1 -informed 
about the world of credit. 

CONSUMER POWER: CREVJT 16mm Color Ftlm. 1973. 20 l/2 tninutes. Buy 
\. ($305.00) or r€!nt.($22/day) from: BFA Educational Media, 2211 Michigan' 
Avenue, Santa Monica, CA 90404. ■ 

'Consumer advocate, Ralph Nader-, psycho-analyst,^ Isidore Ziferstein, 
ahd bank executive, J. Hynes, discuss the pro' s' and con' s of consumer credit. 
Each of these tjf)ree spokesmen take a different point of view of credit's 
effect on society and individuals. The film is not a discussion of what 
crfedit is or how to get it but dfScusses the benefits 4nd dangers of credit. 
Alternatives to the use of credit are discussed as well as the need to shop 
for the best barga.ins in credit. Two ex-col lection agents warn us about 
possible dangers in refinancing, consolidation loans, and businesses wllith 
''carry their own contracts. This film could b^ very useful for helping 
consumers to think critically about credit' s effect on all of our lives. 
Suitable for any adult audiences. -.^ 

CREDIT AND THE COWSUMER 4 Filmstrips with" Cassettes plus 12 Cassettes on 
Mini-topics and Teaching Material s. 1976^ Buy ($375.00) from: 
Control ^Data, 8100 34th Avenue, South, Mfftneapolis, MN 55440. 

This series of foyr filmstrips with' cassettes and' twelve cassettes • 
provides extensive coverage of the entire topic of credit. The filmstrips 
convey information through use of^role playing by principal characters. 
The cassettes provide factual information on a broad variety of credit 
topics such as credit ratings, types and sources nof consumer credit, credit 
conti?acts, the Truth-In-Lending Law, and the Fair Credit Reporting Act. 
Also included are numerous handouts, activity sheets, and teaching materials.^ 
Could be useful as a self-teaching unit. Due to the extent of jthe info lyvon 
the kit may .be best used over a series of meetings. Although basica1l| pF 
middoTe-class oriented, the kit is suitable for all'ypung adults (under jO) 
interested in the world of credit. \ - 




A.CREVn C^RV BOUQUET 16mm Color Film. 1973, 10 1/2 minutes. Buy ($150.00) 
or rent ($13/day) from: Communicatipns Group West, 6606 Sunset Blvd., 
Hollywood, CA 90028.^ Order #CGE 50013. 

This short film effectively urges all credit users to take the time to 
learn exactly what is entailed in any credit purchase. Johnathon, . the flower 
peddler, discusses the ways that his^ friends and customers use and. fail to 
use credit information. Specific points made include the low rates at credit 
unions, the various ways interest is corrfputed on revolving charge accounts, 
cpntparison shopping for credi^t, the need for planning the use of credit, and 
the Truth-In-Lending Law. Themulti-racial and ethnic make-up of the cast 
makes this film suitable for all audiences. 



MOMEy fOfe SALE 4 Filmstrips wi th Cassettes. -1974. 40 minutes. Buy ($80.00) 
from: AIMS Instructional Media, 626 Justin Avenue, Glendale, CA 91201. 
Order #2E 10-2-1 .-3^ 

This four part animated filmstrip series provides a look at the basics 
of credit. The major provisions of the Truth-In-Lending Act are presented 
in simple straightforward language. The three C's of credit are^ highl ighted 
and their importance is explained. Typical credit contracts and their 
provisions are explorecf with an emphasis on knowing what you sign. A last 
section discusses various sources of cy*edit and the pro's and con's of each. 
The information provided in- this series is very basic but is accurate and 
wel 1-orgajnized. ^ Suitable for adults needing information on the basics of 
credit p»|bsented in simple terms and language. 

SHOPPING FOR CREVU 16mm Color Film or Video-Cassette. 1977. 18 minutes. 
Buy ($265/film;"'$185/vtdeo-cassette) from: Films Incorporated, c/o 
Association Films, Inc., 600 Grand Avenue, Ridgefield, NJ 07657. 
Rent from: Films Incorporated, 733 Green Bay -Road, Wilmette, IL 60091.* 

This color film compares costs of § typical auto- loan from various 
loan sources: Ix^n sharks, finance companies., auto dealers, bank§, credit 
unions. The com|feirative costs are presented by students in a continuing 
education class in a New York college. Problems associated with young 
adults obtaining credit are presented and debated by the class. Avenues for 
redress are suggested in eyent of credit refusal discri-mi nation. Cost in- 
formation for the -loan is specific, both by annual percentage rates a^nd by 
dollar costs. Less suitable for older adults than for*middle-aged and younger 
adults. 

TO YOUR CREDIT 16mm Color Film. .1975. 18 minutes'. Sponsored by .General 
Mills. Buy ($125.00) or rent (free) from: 9200 Film Center, P'.O. Box 
1113, Minneapolis, MN .55440. ^ 

This film provides an excellent portrayal of the problem of excess debt. 
It serves to educate and motivate consumers concerning sound debt practices.. 
Designed primarily for middle-class audienceS;, the film emphasizes the 
extra costs of credit and outlines the danger signs of too much credit and 
where and how to seek help with credit problems. Suggestions are also , 
provided on how to plan an entire evening' s program around this film. Suitable 
for' all consumers concerned about the proper use of credit. 
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TRUTH- IN- LEWPING Filmstrip wi th Reco.rd. 1970. 15 mtnutes. Buy ($10.00) 
or rent (free) from: Board of Governors of the Federal .Reserve System, 
Public Affairs Office, Washihgtoni DC 205^1.* 

This filmstrip program describes the major provisions of the Truth- 
In-Lending J^ct, Provides an excellent discussion of the APR and finance 
Charge di^^sure requirements and how these can be used in comparison 
shopping ^r credit.. This resource is notable in that it provides, in 
pne source, a complete discussion of the Truth-In-Lending Law. The 
discussion is accurate, clear, and wel Irorgahized, Suitable for any adult'' 
audience interested in credit and their rights to accurate credit infor- 
mation.. 
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USING MONEV WISELV IGmm Color Film. 1970. 18 minutes. Bu) , , 

. from: Journal Films, Inc., 930 Pi ther Avenue, Eyanston, IL 60202. 
Write Journal Films for rental informatioa, 

ThixS film explores how to stay out of credit and money difficul ty and 
also what to do when these problems arise. Helps people realize that 
many other people may have money management problems. Explores the function 
of credit counselors as a positive step in solving money problems. Styles 
of dress , etc. are a bit dated but the message is valid. All families, 
portrayed are headed by a male breadwinner. Suitable for all adult 
audiences. * • 



ENERGY AND CONSERVATION 



ENERGY: CRITICAL CHOICES AHEAD 16mm color film/ 1975. 16 minutes.; Buy , 
($175.00) or rent (free) from: U.S. Department of Commerce, Domestic 
and International Business Administration, Room 1406 - 55 East Monroe 
St., Chicago, IL 60603. ^ ' ^ 

This film takes a' facts and figures approach^ to the~energy dilemma. 
The discussion centers on prediction of our energy needs and the means by 
which these can be met by various sources. Predictions are made as to wha;t 
our energy needs will be the year; 2000. The discussion then turns to various 
sources of energy and the contribution each can make to help meet the P»^e\) 
dieted needs. The conclusion is that we will fall short of meeting our neeas 

The figures used in the film are based on assumpftions which may br may 
not be valid. Therefore, the-film could serve as a catalyst for a discussion 
of energy issues. A problem may arise because of the extensive use of fig- 
ures which may require some pre^ and post- discussion in order to improve 
comprehension. Suitable for viewers who have some understanding of the en- 
ergy problems we face and would like to explore the-^problem further. 



ENERGY: IMPACT ON VALUES AW LIVESTYLES Filmstrip with cassette. 1974. " 
Buy ($22.00);from: Current Affairs , 24 Danbury Road, Wilton, CT 06897. 
\ Order #479.*' - 

This filmstrip provides an excellent basic discussion of our energy 
problems and the economic ramifications of some of the solutions. Provides 
basic information of the parameters. history, and prognosis of the crisis, 
in a general , non-technical manner. It attiempts to explore some of the 
changes in lifestyle whiqh may be necessary. Although produced in 1974, 
the content is still timely and will continue to be unless there are some 



for adult audiepces who would benefit from a general, non- technical discus- 
sion of the energy^ crisis. ' ' ^ 



ENERGY REALITIES 16mm color film. 22 minutes. Sponsored by Electric Power 
Research Institute. Rent (jFree) from: Film Counselors, Inc., 500 Fifth 

Avenue, Room 515, New York,^NY 10036. 

■ ■ ■ >_ . y 

This color film is an examination of available energy sources vis-a-vis 
current demand. Stresses development of alternative^ energy sources by util-. 
ities and the costs (both private and social ) associated with the invention 
and. use of new. technology. The position of utilities is emphasized as an in- 
dustry dedicated to meeting energy needs of the consuming publ ic . Taking a 
somewhat long-range, futuristic perspective, the film presents the primary 
barriers to energy self-sufficiency as being technology and costs.. Avail- 
able technology is presented. throughout the film, causing the film to be 
sophisticated for some adult audiences. . . 




great changes in this area. 




questions. Suitable 



/ . . - 



ENtRGV'2000 ^6m color film. 1^77. 22 minutes. Buy ($325.00) or 'rent 
($20/week) from: King Features, 235 East 45th! Street , New York, NY- 



. : The Arab embargo of 1973 and the "Winter of 1977" have shown .the urgency 
of the shortage of energy which is the base for our high level of living' in 
the U.S. This film takes a look at the current status of each of the fuels 
we rely on: oil, natural gas,' coal, water power, -and nuclear fuel The fu- 
ture of each pf these fuels is discussed along with the potential of sqlar 
energy and fusion power. 'The film explains that we are in a transition per- 
iod in which conservation wil 1 play a role until new energy sources can be 
developed/ This film is a factual , objective up-date 'of- the energy situation 
in which we find-purselves. Suitable for any adult audience interested in 
the energy crisis. \ \ ^ 



RECVCLING: AN ECOLOGV STUVV Filmstrip with cassette. 10 minutes. Spon- 
sored by- The Aluminum Association. Buy ($7.00) or rent (free) from: 
The Aluminum- Association, 750 Third Avenue, New York, NY 1O017.. 

This short filmstrip program focuses on the problem of solid-waste 

disposal and how recycling can be a profitable cure. Using aluminum as a 

main example, the program describes how scouting , "pivic,- and church groups 

can get involved in ,a recycling effort. A list of recycling centers and a 

list of tips for setting up a program are also provided/ Suitable for groups^ 

I interested in recycling for fund raising and for municipalities interested 

in setting up a recycling program. - 

♦ 

RECVCLING IN ACTION 16mm color film. 1973. 14 minutes. Buy ($185.00) 

or rent ($10.00) from: Film Fair Communication, 10900 Ventura Blvd., . 
Studio Ci.ty,'CA 91604. 

This film -initially argues for the need to recycle to slow the depletion 
of our, natural resources. The uses of community reclamation centers are high- 
lighted. The film catalogues the numerous products which can be recycled and 
the various means of accompl ishing this task^ Can serve as a motivator for 
recycling. The film has a basically middle-class orientation but is suitable 
for all audiences interested in recycling and conservation. 

A RUN FOR VOUR tiONEV 16mm color film. 1976. 14^ minutes. Buy ($234.00) 
from: AIMS Instructional Media Services, Inc., 626 Justin Avenue, - ^ 
Glendale, CA 91201. Write -AIMS for rental ' information. 

• This film provides a number of simple tips a^ car owner can use to im- 
prove fuel economy in his car. Improved driving habits , regular maintenance, 
find other suggestions e^re outlined. Suitable for anyone who owns or drives 
a car or small truck. < , k 
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'AUTOS AND TRANSPORTATION 

, ■ ■ ■ . '<. ":■ - . - . ^ ■ : 

AUTOMOBILE INSURANCE Filmstrip with Cassette, or Record. 1976. 13 minutes ; 
Sponsored by Insurance Information Institute. Buy ($5.00) from: 
Insurance Information Institute, Director. of Educationa-l Relations, - 
110 William Street, New York, NY" 10033. * . 

This program is a factual , straight- forward presentation of the basic 
■jcoverages and. factors affecting the''co,5t. of automobile insurance. All the 
basic bodily injury and property ^damage coverages a/f'e explained in terms of 
Jimits and what is covered. Because of the extensive use of facts and 
figures, the filmstrip is composed of three parts with an opportunity to 
pause for discussion- a nd^ review provided between eacft. No-fault auto 
insurance is pntly mentioned briefly and may not be sufficient for states 
which^ have enacted no-fauLt laws. The program takes somewhat of a pro- 
industry stance but the organization and completeness; of the presentation 
outweighs this problefn. Wlo tone is provided on the tape to designate when 
to change frames but a-^cript is provided which can be used for this purpose. 
A teacher's guide and handouts are also available. Suitable for all adult 
audiences- . ' " '^^ ^' , 



BIKE mSE TO BE SURE ISnm Color ftlqi: 1974. "14 minutes.' Buy ($210.00) 
or rent ($42/wee^) from.: Centron Educational Pi 1ms,. 1621 West Ninth 
. Street,. iawrence,VK$ 66044. ^ : 

. This film discusses some of the benefitsT purchase cdnsiderations , 
maintenance tips, and safety rules related to bicycles. The fact^ tjiat a 
bi(;ycTe is a vehicle, not a toy, is emphasized. ^Includes a discussion of 
how to operate a bi1<e safely in traffic^ Typical maintenance procedures are 
discussed. Explains how ip make a proper ,selection from among the vast array 
of style?*, options;^' and pHces. Cant ons against buying an over-sized bike 
for a child to grow into. Suitable for any adult interested ip their own as 
well ?is their child's safety. 

CRASHES'^^rMT NEEV NOT KILL^, 16mm Color Film* 1976, 28 minutes. Sponsored 
by Insurance Institute for Highwa^ Safety. Buy ($200.00) from: 
Harvest ;A-V; Inc., 309 Fifth Averjue, New York, NY 10016. Rent (free) 
from: Association^^Films, Inc.-, 324 Delaware Avenue, Oakmont, PA 15139. 

This •film explains the workings and benefit of automotive air bags. It 
is designed to s«^l Vir bags to* the public through test crashes and accident 
facts and^figures. The film does not cover the monetary costs of air bag 
instal latioh. It may become less beneficaal as^ technology and/or laws, 
change. Suitable for all adult audiences. •^ 

A f?UW FOR VOUnMONEV See^this title in the Energy and'Conservation Category. 



HOUSING, HOME FURNI^JHINGS, AND APPLIANCES 

CONSUMER f SKI LIS: BUYING FOR LONG TERM USE 16mm color film. 1976. 11 1/2 
rqinutes.. Buy from: Coronet Instructional Media, 65 East South Water 
^Street, Chicago, IL 60601 . Order #3123. . - 

Usjng the experiences of;;>four average consumers, this filKn explores the 
problems of buying 'items to be used over a period^^of yearns. This film pro- 
vides decision making^ tools to be used when buying such. products as furniture, 
appliances and diamonds. Suitable for all adults contemplating the purchtase 
of durable gocds. ^ ' 

THE HOUSING CRISIS: A PLACE TO LIVE Filmstrip with cassette. 1976. Buy 
($24.00) from: Current Affairs, 24 Danbury Road, Wilton, CT 06897. 
Order #574. . ' • * 

• ■ • • 

This color filmstrip explores some of the problems faced by low income •* 
persons, the elderly, and young adults in ot)fciining housing. It describes 
the current housing crisis in which buying a home is being priced out of 
the range of most Americans. It attempts to rai'se people's awareness of )the 
problem. Some solutions or alternatives are mentioned including urban 
homesteading. The information provided is more general than specific. As 
housing conditions and programs change, the material may become out of date. 
Suitable for any -.adult interested in the housing market. 

, ■ ^ « • 

HOUSING NEEVS OP.THE ELVEUV: Slides with cassette. 1977\ 11 minutes. 

Free loan from:' Ethel Grubbs, Extension Speciali.st, family Resources, 
114 Hutcheson Hall , VPI & SU, Blacksburg, VA 24061 . » 

- Elderly'consumers of housing are the ^target audiences of this cassette 
and slide series. Selection of housing types is discussed along with the 
location of housing, un-jts near appropriate services. ' Certain facilities in- 
side the house are also briefly discussed. Advice is offered in selling and/ 
or buying real estate. Presenters may find the accompanying user-module 
helpful. These slides and tapes may be reproduce^. 

INSURANCE FOR THE HOME Filmstrip wit^ cassette or record. 19764 ^ V2 . 
minutes. Sponsored by Insurance Information Institute. Bu))P($5.00) 
from: Insurance Information Institute. Director of Educational Re- 
lations,^ 110 William Street, [Jew York, NY 10038> 

This short program provides a factual, straight-forward source of in- 
formation on the coverages and factors affecting the cost of household in-* 
surance. The basic property and liability coverages are explained in terms 
of limits and perils. The filmstrip is divided into three parts with pro- 
visipns made for "stopping-for discussion and review. This is helpful due 
to the extensive amount of facts and figures presented. The program takes 
somewhat of a pro-indu§try stance but this is outweighed by the organization 
and completeness of the information. No tone is provided, on the tape to des- 
ignate when to' advance the filmstrip, but ^ script is provided which can be 
used for this purpose. A teacher's guide and students handout!^ are al so 
available upon request. Suitable for all adult audiences. 
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MONEY MANAGEMENT 



CHOICES DECISIONS: BECOMING, A WISE CONSUMER 2 film^trips with cassettes. 
1977. 50 minutes. Buy ($15.00) from: Education Services, American' 
Council of Life Insurance, 277 Park Avenue, New York, NY 10017. ♦ • ^ 

Designed for young adults, this filmstrip series discusses some of the 
financial concerns of a young married couple. Each filmstrip tackles twa . 
Issues: Filpistrip A; budgeting, and buying wisely; Filmstrip B, life and health 
insurance, and planning, for financial change. The series emphasizes the need 
to adapt finaficial plans to the lifestyle and life goals desired by the younj 
couple. ^11 plans' must be fl exible. Therefore, no two couple's will have the" 
same plan. T6e discussion of life insurance is well dpne in that it recog- ^ 
nizes that . an insurance plan- must fit into the couple's budget and that term 
insurance may be best for a young couple. The section on change discusses 
techniques- which can be used to plan for changes in income due to a new job 
or the birth of a child. Although the information presented is universally 
applicable, the white, middle-class setting may make the kit inappropriate 
for some. audiences. 



CONSUMER SKILLS: BUDGETING VO (JR. MONEY 16mm color film. .1976. 13 minutes.- 

Buy ($221 .00) from: Coronet InstructionalrMedi^, 65 East South Water 
, , Street, Chicago, IL 60601. Order #3121. *V 

By analyzing the budgeting needs of four average consumers, this film 
explai'ns the basic mecha'n'isms of budgeting: record keeping, analysis, ad- 
justing, and managing spending. This film concentrates on the need for bud- 
geting and the what-tp-do of budgeting rather than showing exactly how to 
budget. Suitable for all adult audiences who may benefit from or be Icon- 
templatiipg setting up a fami.ly budget. 

A VAV JN THE Sue or HARVEV MCWEU 16mm color film. 1976/ 9 minutes. Buy 

($135.00) or rent ($15.00) from: \ilm Fair Communication, 10900. Ventura > 
, Blvd., Studio City, CA 91604. > OrdV #D-286. 

Tells the story from the paint of view of Harvey McNeil, a teenager whose 
^ fatKer has been' laid off. Explains that despite a drastic reduction in income, 
a family can live a fulfilling life by making use of community services. The 
McNeils use libraries, museums, church daycare, a financial counsel ing ser- 
,yice, et;c.;which are largely free. While basically, middle-class in its orien- 
tation, this film is helpful for families whose income ha^s been cut and who 
do not know where to turn' for help.' ' - 

MAKING YOUR MONEV iHORK Filmstrip with cassette. 1974. 14 minutes. Buy 
t ' ($20.00) from: Educational Enrichment Material s , 110 South Bedford 
; Road, M . Kisco, NY 10549.* ' . • . \ 

A general discussion of the basics on how people can make their money 
grow. Covers savings accounts, common and preferred stock, corporate and 
goverViment bonds, and mutual funds. Also discusses the types of banks and 
the re;lativ6 merits of various bank savings accounts. Compound interest is 
explained in an understandable manner. The filmstrip sums up by cautioning 
for a sejisible, pragmatic approach to investing. Suitable for any adult 
audience wishing to^ learn the basics of making money grow. 



THE MOWEy TREE 16mm Color Film. 1971. 20 minutes. *Buy ($^S9.00) or rent «v 
$25/3 days) from: AIMS Instructional Media Services, 626 Justin AvenueA 
Glendale, CA 91201. 

This film shows "how the improper use of credit can leacf to the destruc- 
tion of a, marriage. It is a well acted portrayal of the emotional problems 
that arise when financial difficulties confront a carefree young couple. It 
emphasizes ,the need for care and caution in the handling of credit and 
finances. Specific do*s and don't' s are not provided but the film serves 
as a warning of where faculty practices can lead. Suitable for young adults, 
married and unmarried. * . \ 

STRETCHWG YOUR RETIREMEWT INCOME Slide with Cassette. 1977. 9 minutes. 
Free loan from:- Ethel Grubbs, Extension Soecialist, Family Re'so'urces, 
114! Hutcheson Hall, VPI & SU, Blacksburg, VA 24061. 

This cassette and slide presentation is designed to assist retirees 
both in . increasing their incomes and in getting the most out of their In- - 
comes. Nine "steps'* are presented which touch on a variety of income or- 
iented topics pertinent to retired individuals and those' anticipating re- 
tirement. Informat^ion and suggestions are general enough to avoid dating, 
and alternative information resources are offered. An accompanying* user 
, module may assist presenters. Slides and cassettes may be reproduced. 



. ■ FINANCIAL SECORITY AND TAXATION 

■ ' . ^ » ■ 

kisff^O&lil INSURANCE \See this title under the Auto and Transportation 

Category. ' / . 

CHOKES AMP VECJSJONS: 6BC0mNG A mSE CONSUMER 2 Filmstrips with Cassettes, 
1977. 50 minutes. Buy ($15.00) from: Education Services, American 
Council of Life Insurance, ?77 Park Avenue, '.'evy York, NY 10017. . r. 

t- See annotation for this title in the Money Management-|Category . 

INSURANCE FOR THE HOME See this title in the Housing, Home Furnishings', :ind 
Appliances Category. - , 

IWSURAWCE; (WAT'S IT A1.1. ABOUT ,16mm Color Film. 1^75.. 25 minutes.. Buy 

($285.00) or rent, ($30. QO) from: Film Fair Communications, 10900 Ventura 
Blvd., P.O. Box 1.728, Studio City, CA 91604. '^rder #C-276.., 

/ Father Time leads us through the maze 'of insurance, ll,e analyzes and 
defines the basic coverages and types of homeowner, agto, health and life' 
insurance. The film concentrates on defining terminology With some explan- 
ation. " Some time is spent at the end of the film on how to choose an agent 
an(i company. The fact that you can be over-insured as well as under-insured ^ 
is pointed out. This film could be a good introduction or summary for a 
series of)programs on insurance. It would not stand alone due to its length ^ 
and the large amount of information provided. It may be possible to. show it 
in stages to enhance retention. There may.. be problems holdinrg the attention 
of some audiences due to length and information. However, the film is an 
excellent resource for a comprehensive discussion of insurance. 

MAKING YOUR MONEY WORK See this title in the Money Management Category. 

SSI. CAW MAKE THE PIFFERENCE 16mm color film. 1977. 20 minutes. Sponsored ^ 
by: JSocial Security Administration. Buy from: "uffanti Film Laboratories 
630 Ninth Ave., New York, NY 10036 or rent free frbm your local Social 
Security Office. ^ 

This film provides a . wide range of" i nformation about Supplemental Secu- 
rity Income through four case histories: : a young blind boy; cT widow; an 
elderly couple living in a rural area'; and a Spanish-surnamed man drawing 
both social security benef i ts * and SSI . An on-rcamera narrator ties the film ^ 
together and provides information on such subjects as el igibil ity require- 
'inents, review, and the right to appeal. Suitable for all adults needing 
information on Supplemental Security Income. 




A^; part of the Title I HE A projects, the following materials 
were produced: 

Pamphlets : • , ^V^: ; : v 

"Contracts and' the Consumer" < 
'\ ' "Credi.t and the Consumer" • ^ 

"Fraud and the Consumer" 

"How to Buy a Used Car" 

"Warranties and the Consumer" 



Educational Modules : ^ 
"Obtaining and' Using CoTisumer Credit" 
"Avoiding Oonsumer Frauds and Misrepresentations" 
"Making and Using a Financial Plan" , 

Manuals : ' _ , - 

"A Financial Counseling Manual" 

•'Community Consumer Education Awareness Workshops: How 
To PI an, and Conduct Them" 



. Proceedings : 

"January Conference Summary" 

With the exception of pamphlets , material s printed have been 
exhausted. Persons desiring copies can obtain them at cost 
by writing Mr. Robert Gibson, President; National 'TiDundation 
for Consumer Credit; Federal^^r Building, West; 1819 H 
Street, NW; Washington, D.C. . 20006. 




